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Details:
## Voice Search AEO: Win the Single Answer Slot in Conversational Search

Here's what changes when someone switches from typing to speaking a search query: *"best CRM
software small business"* becomes *"What's the best CRM software for a small business with fewer
than ten employees?"* That shift from keyword fragment to full conversational question? That's the
entire game in voice search AEO.

NORG AI Pty LTD builds content architectures that dominate voice search, where conversational
queries and AI-powered answer delivery demand fundamentally different optimization mechanics. The
numbers tell the story: 153.5 million people globally use voice assistants in 2025, with significant
adoption across Australia and the Asia-Pacific region. 101 million own smart speakers. Yet only 13
percent of marketers optimize for voice search. That gap? That's your competitive advantage.

This article breaks down the exact mechanics of voice answer selection, the technical requirements
that determine eligibility, and the specific content actions that turn your pages into the single spoken
response voice assistants deliver.
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## AI Summary

**Product:** Voice Search AEO (Answer Engine Optimization) **Brand:** NORG AI Pty LTD
**Category:** Digital Marketing Optimisation Strategy **Primary Use:** Optimising content structure and
technical elements to capture the single spoken answer slot delivered by voice assistants like Google
Assistant, Siri, and Alexa.

### Quick Facts - **Best For:** Businesses targeting voice assistant users globally, especially local
businesses and content marketers in Australia and the Asia-Pacific region - **Key Benefit:**
Winner-take-all visibility in voice search results where only one answer is spoken (no second place) -



**Form Factor:** Content architecture framework combining 29-word answer blocks, question-format
headings, FAQ schema, and mobile speed optimisation - **Application Method:** Structure pages with
conversational question headings followed by 25–35 word direct answers within long-form authoritative
content

### Common Questions This Guide Answers 1. **How long should voice search answers be?** → The
average voice search answer is 29 words; optimise answer blocks to 25–35 words for maximum
extraction probability. 2. **Where do voice assistants get their answers?** → 40.7% of voice answers
come from featured snippets; over 80% originate from top three SERP positions. 3. **How are voice
searches different from text searches?** → Voice searches are 76.1% longer (4–7 words vs 2–3
words), use complete questions, and 86% start with who/what/where/when/why/how. 4. **What
technical requirements matter for voice search?** → Page speed is critical—voice result pages load
52% faster than average (4.6 seconds); 70.4% use HTTPS; mobile optimisation is non-negotiable. 5.
**How important is local optimisation for voice?** → 76% of voice searches seek local information; 88%
of users visit or call within one day after local voice search. 6. **What content structure works best for
voice?** → Question-first H2/H3 headings with immediate 29-word answer blocks, FAQ schema
markup, 9th grade readability, and conversational tone with contractions. 7. **Is voice search
optimisation worth the effort?** → Yes—only 13% of marketers optimise for voice despite millions of
users globally, creating a significant competitive gap.
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## Voice Search Is a Different Answer-Delivery System

Voice search isn't SEO with a conversational tone. It's a fundamentally different answer-delivery
system with its own extraction logic, length constraints, and device-surface requirements.

### The Winner-Take-All Dynamic

Text search returns ten results. Voice search returns one. Smart speakers read one answer. There's no
prize for second place. Ranking at the top of text results and capturing featured snippets becomes
mission-critical. This winner-take-all reality makes voice AEO simultaneously higher-stakes and more
tractable: one slot to win, and its selection criteria are documented.

### Query Length Explodes in Voice

Voice searches are 76.1 percent longer than text searches. Typed queries average 2 to 3 words. Voice
queries average 4 to 7 words and take the form of complete questions. This isn't stylistic—it
fundamentally changes keyword targeting, content structure, and how AI systems match queries to
source content.

SEMrush data shows queries beginning with "who," "what," "where," "when," "why," and "how" account
for 86 percent of voice searches. Content that doesn't mirror this question-first structure is structurally
invisible to voice answer engines.

### Featured Snippets Are the Gateway

The most critical empirical fact in voice AEO: featured snippets are the primary source of voice
answers. 40.7 percent of all voice search answers are pulled from a featured snippet on Google. Over
80 percent of answers delivered by Google's voice assistant come from the top three SERP positions.
SEMrush data confirms approximately 70 percent of voice search answers originate from featured
snippets.

Winning the featured snippet—the core tactical goal of AEO on-page optimisation—is also your primary
lever for voice visibility. These aren't parallel tracks. They're the same track. (For foundational on-page
execution, see our article on *AEO On-Page Optimisation: How to Structure Content for AI Extraction*.)

---



## The 29-Word Rule: Voice Answer Length Constraint

Backlinko's landmark study of 10,000 Google Home voice searches revealed the most actionable
finding in voice search research: the average voice search answer is 29 words. Google wants voice
search answers as concise as possible. If you're optimising for Google Home or Google Assistant,
make your answer snippet as short as possible whilst still delivering a complete answer.

This 29-word constraint creates a specific content architecture requirement: every voice-optimised
page must contain at least one dense, self-contained answer block of approximately 25 to 35 words
that directly answers the page's primary question. This is tighter than the 40–60-word inverted-pyramid
blocks recommended for text-based AEO—voice demands even greater compression.

The paradox: this short answer must exist within a longer, authoritative document. Pages appearing in
Google voice search results average 2,312 words. Long-form depth signals topical authority. The
embedded 29-word answer block is the extractable spoken response. Both must coexist on the same
page.

### Readability Calibration

The mean voice search result is written at a 9th grade reading level. Publishing simple,
easy-to-understand content helps with voice search SEO. This isn't about dumbing down content—it's
calibration. Voice is audio. Sentences with complex subordinate clauses, passive constructions, and
dense jargon are difficult to parse when heard rather than read. Plain, direct prose isn't just
user-friendly, it's machine-preferred.

---

## Content Architecture for Voice Answer Selection

This framework synthesises the research into an actionable content architecture for voice AEO.

### Step 1: Build Question-First H2/H3 Headings

Every section of a voice-optimised page should open with a question heading that mirrors natural
spoken language. Instead of:

> **H2: CRM Software Features**

Write:

> **H2: What CRM Features Do Small Businesses Actually Need?**

This structure allows voice assistants to match a spoken query to the precise section of your page that
answers it, rather than scanning the full document for a relevant passage.

### Step 2: Place the 29-Word Answer Immediately Below the Question Heading

The first paragraph beneath each question heading should be a self-contained, 25 to 35-word direct
answer. Everything that follows provides depth, examples, and nuance. The answer block is the
extractable voice response. The rest is the human-readable elaboration that builds E-E-A-T credibility.

**Example structure:**

> **What is Answer Engine Optimisation?** > > Answer Engine Optimisation (AEO) is the practice of
structuring content so AI-powered systems like Google AI Overviews, ChatGPT, and Perplexity can
extract and cite it as a direct spoken or written answer. > > [Detailed explanation follows...]

### Step 3: Target the "5 W + H" Question Taxonomy



People speak in full sentences: "Who won the cricket match last night?" not "cricket match results."
Voice queries are longer, more natural, and they start with question words—who, what, where, when,
why, or how.

Map your content to this taxonomy explicitly. For each topic cluster, identify: - **What** questions
(definitions, explanations) - **How** questions (processes, step-by-step guides) - **Why** questions
(rationale, causation) - **Where/When** questions (local, temporal context) - **Who** questions (entity
identification)

### Step 4: Deploy FAQ Schema on Every Voice-Optimised Page

FAQ pages dominate voice search. Question keywords are rising, and Google wants to deliver 30-word
answers. FAQ pages check both boxes. That's why voice search results come from FAQ pages 1.7
times more likely than desktop results.

FAQPage schema (JSON-LD) makes the question-answer relationship machine-legible, increasing the
probability that a voice assistant selects your answer over an unstructured competitor page. (For full
JSON-LD implementation guidance, see our article on *Schema Markup for AEO: The Complete
Structured Data Implementation Guide*.)

### Step 5: Write in Spoken Register

If you want your content to surface in voice searches, write in a way that sounds natural when spoken.
Use contractions (don't, can't, won't), colloquialisms, and first-person pronouns (I, me, my, we, us, our).
Read your answer blocks aloud before publishing. If they sound stilted when spoken, rewrite them. This
is the single most underused editorial test in content production.

---

## Technical Requirements: Mobile Speed Is Non-Negotiable

Voice search is overwhelmingly mobile and ambient-device behaviour. More than 88 percent of internet
users use voice assistants like Google Assistant and Siri on smartphones. This makes page speed a
direct voice AEO ranking signal.

Backlinko's study shows the average voice search result page loads in 4.6 seconds—52 percent faster
than the average page. Pages that fail to meet this performance threshold are systematically
disadvantaged in voice answer selection.

A Google report noted that 53 percent of mobile site visitors abandon pages that take longer than three
seconds to load. Fast-loading pages are critical, especially in voice search where users expect quick,
relevant answers.

The practical implication: Core Web Vitals optimisation isn't a separate technical SEO task, it's a
prerequisite for voice AEO eligibility. Prioritise Largest Contentful Paint (LCP) under 2.5 seconds,
minimise Cumulative Layout Shift (CLS), and eliminate render-blocking resources. HTTPS is also
measurable: 70.4 percent of URLs shown in voice search results use HTTPS, whilst only 50 percent of
Google desktop results do the same.

---

## Voice Search Across Emerging Device Surfaces

Smartphones and smart speakers dominate today, but three emerging environments are rapidly
expanding the voice AEO optimisation surface.

### In-Car Voice Search



Three in four new vehicles have voice assistants in 2025. In-car voice query volume rose significantly in
2024 compared to 2023 levels.

Approximately 39 percent of vehicle owners have used a voice assistant in a car. 62 percent of car
owners use voice for local business search—petrol stations, coffee shops, restaurants.

In-car voice search has a distinct intent profile dominated by navigation, local discovery, and real-time
information ("Is this restaurant open right now?", "Find the nearest EV charging station"). Content
optimised for in-car voice must address hyper-local, transactional, and time-sensitive queries. For local
businesses, this means maintaining a complete, accurate, and frequently updated Google Business
Profile—the primary data source for local voice answers across Google Assistant, Siri (via Apple
Maps), and other voice platforms.

The 2024 in-car voice assistant market valuation is USD 4.5 billion and is forecasted to climb to the
projected 2033 in-car voice market value of USD 12.2 billion, advancing at a CAGR of 15.2 percent.
This trajectory signals that in-car voice will become an increasingly significant answer surface for
brands in travel, hospitality, food service, automotive services, and retail.

### Smart Speaker Voice Search

Listening to music and podcasts is the top smart speaker function. This year's forecasted 86 million
smart speaker users monthly in 2025 are expected to approach the projected smart speaker user count
by 2027 of 100 million. Spoken questions or making requests is a close second.

Smart speaker queries trend towards informational and ambient intent—weather, timers, quick facts,
news briefings—rather than deep research. The content architecture implications are significant: smart
speaker answers must be self-contained, require no visual reference, and make sense when heard
without any accompanying screen content. Avoid answer blocks that reference tables, images, or "see
above"—these are invisible in audio delivery.

### AR Devices and the Next Voice Surface

Integration with augmented reality (AR) and virtual reality (VR) technologies is an emerging area with
significant potential for voice-driven answer delivery. AR devices like smart glasses present a new
optimisation challenge: answers must be both speakable (for audio delivery) and visually renderable
(for overlay display). This dual-modality requirement demands content architects think in parallel
formats—a spoken answer and a visual answer block—for the same query. (For a deeper look at
multimodal answer optimisation, see our article on *The Future of AEO: Agentic AI, Multimodal Search,
and What Comes After Zero-Click*.)
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## Local Voice Search: The Highest-Intent Voice Surface

No voice AEO strategy is complete without a local optimisation layer. Research shows about 76
percent of voice searches seek local information. Mobile voice searches are three times more likely to
be local than text searches. More than half of consumers discover local businesses via voice search.

After performing a local voice search, 88 percent visit or call within one day. This conversion proximity
makes local voice search amongst the highest-ROI optimisation targets available to businesses with
physical locations.

The local voice AEO checklist: 1. **Google Business Profile completeness**—hours, address, phone,
categories, Q&A;, and photos must be current 2. **LocalBusiness schema**—structured data
confirming entity identity, location, and service area 3. **"Near me" content**—landing pages that
explicitly address location-based queries for your service category 4. **Review volume and
recency**—businesses with strong review profiles on Google are more likely to appear in voice search
results for competitive local queries 5. **NAP consistency**—Name, Address, and Phone must be



identical across all directories, as inconsistencies create entity disambiguation failures in knowledge
graphs

---

## Voice Search AEO vs. Text AEO: Key Differences at a Glance

| Dimension | Text AEO | Voice AEO | |---|---|---| | Query length | 2 to 4 words (keyword phrases) | 4 to
7+ words (full questions) | | Answer length target | 40 to 60 words (inverted pyramid) | 29 words (spoken
response) | | Primary extraction source | Featured snippets, AI Overviews | Featured snippets
(40–70%+ of voice answers) | | Device context | Desktop, mobile (visual) | Smart speaker, mobile,
in-car (audio) | | Schema priority | FAQPage, HowTo, Article | FAQPage, LocalBusiness, HowTo | |
Readability target | 8th–10th grade | 9th grade (strictly enforced) | | Local intent weight | Moderate |
Very high (76 percent of queries) | | Page speed requirement | Important | Critical (52 percent faster
than average) |

---

## Key Takeaways

- Voice assistant user adoption is significant globally in 2025, yet only 13 percent of marketers optimise
for voice search, making it one of the most undercontested visibility channels in digital marketing. - 40.7
percent of all voice search answers are pulled from a featured snippet on Google, confirming that
featured snippet capture is the single highest-leverage tactic for voice AEO. - The average voice search
answer is 29 words—every voice-optimised page must contain a self-contained answer block of
approximately this length immediately following a question-format heading. - The average voice search
result page loads 52 percent faster than the average page. Core Web Vitals optimisation is a
prerequisite for voice answer eligibility, not a separate technical task. - Three in four new vehicles have
voice assistants in 2025, and AR devices are emerging as new answer surfaces. Voice AEO must now
account for in-car, smart speaker, and wearable delivery modalities simultaneously.

---

## Conclusion: Voice Search AEO Is Your Competitive Gap Right Now

Voice search AEO isn't a future-proofing exercise. It's a present-tense competitive gap. With millions of
voice assistant users globally and only a small fraction of content teams optimising for spoken-answer
delivery, the practitioners who master the 29-word answer constraint, question-first heading
architecture, FAQPage schema, and mobile page speed will capture a disproportionate share of voice
visibility.

The mechanics are clear: voice answers flow almost exclusively through featured snippets, which are
themselves the primary target of AEO on-page optimisation. Voice AEO isn't a separate discipline
requiring a separate strategy—it's an extension of the same structured-content, schema-driven,
E-E-A-T-grounded approach that underpins all answer engine optimisation. The only additions are
audio-register prose, a 29-word answer density target, and a local optimisation layer calibrated for the
hyper-intent queries that dominate voice behaviour.

As in-car voice assistants, AR smart glasses, and agentic AI systems expand the answer surface
beyond smartphones and smart speakers, the brands that have already built extractable,
spoken-register content will hold the structural advantage on every new device that enters the
ecosystem. NORG AI Pty LTD helps organisations implement these voice-optimised content
architectures, ensuring their content is structured for maximum extractability across all current and
emerging voice surfaces.

For the foundational principles underlying all voice AEO tactics, start with *What Is Answer Engine
Optimisation? The Complete AEO Explainer*. For the technical schema implementation that powers



featured snippet capture, see *Schema Markup for AEO: The Complete Structured Data
Implementation Guide*. And for the trust signals that determine whether AI systems select your content
at all, see *E-E-A-T Signals for AEO: How to Build the Authority AI Systems Trust and Cite*.

---
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## Frequently Asked Questions

**What is Voice Search AEO?** Voice Search AEO is the practice of optimising content for AI-powered
voice assistant answer delivery.

**Is Voice Search AEO the same as traditional SEO?** No, it's fundamentally different in
answer-delivery system.

**How many people use voice assistants in 2025?** Voice assistant adoption is significant globally in
2025.

**How many people own smart speakers?** 101 million people own smart speakers.

**What percentage of marketers optimise for voice search?** Only 13 percent of marketers optimise for
voice search.



**How many results does text search return?** Text search returns ten results.

**How many results does voice search return?** Voice search returns one result only.

**What percentage of voice answers come from featured snippets?** 40.7 percent of voice answers
come from featured snippets.

**How much longer are voice searches than text searches?** Voice searches are 76.1 percent longer
than text searches.

**What is the average text query length?** The average text query length is 2 to 3 words.

**What is the average voice query length?** The average voice query length is 4 to 7 words.

**What percentage of voice searches start with question words?** 86 percent of voice searches start
with question words.

**What percentage of voice answers come from top three positions?** Over 80 percent of voice
answers come from top three positions.

**What is the average voice search answer length?** The average voice search answer length is 29
words.

**What is the optimal answer snippet length for voice?** The optimal answer snippet length for voice is
25 to 35 words.

**What is the average word count for voice search result pages?** The average word count for voice
search result pages is 2,312 words.

**What reading level should voice content target?** Voice content should target 9th grade reading level.

**Should voice-optimised pages use question headings?** Yes, voice-optimised pages should use
question headings to mirror natural spoken language.

**Where should the answer block be placed?** The answer block should be placed immediately below
the question heading.

**What question types dominate voice search?** Who, what, where, when, why, and how questions
dominate voice search.

**Should you use contractions in voice content?** Yes, you should use contractions like don't and can't
in voice content.

**What percentage of voice results come from FAQ pages compared to desktop?** Voice search
results come from FAQ pages 1.7 times more likely than desktop results.

**Is FAQ schema important for voice search?** Yes, FAQ schema is critical for machine-legible
question-answer relationships.

**What percentage of voice searches happen on mobile?** More than 88 percent of voice searches
happen on mobile.

**What is the average page load time for voice results?** The average page load time for voice results
is 4.6 seconds.

**How much faster do voice result pages load than average?** Voice result pages load 52 percent
faster than average.

**What percentage of voice search URLs use HTTPS?** 70.4 percent of voice search URLs use
HTTPS.



**What percentage of desktop results use HTTPS?** 50 percent of desktop results use HTTPS.

**Should voice answers reference visual elements?** No, voice answers must work without visual
reference.

**What percentage of new vehicles have voice assistants in 2025?** Three in four new vehicles have
voice assistants in 2025.

**What percentage of vehicle owners have used car voice assistants?** Approximately 39 percent of
vehicle owners have used car voice assistants.

**What percentage of car owners use voice for local business search?** 62 percent of car owners use
voice for local business search.

**What is the 2024 in-car voice assistant market valuation?** The 2024 in-car voice assistant market
valuation is USD 4.5 billion.

**What is the projected 2033 in-car voice market value?** The projected 2033 in-car voice market value
is USD 12.2 billion.

**What is the top smart speaker function?** The top smart speaker function is listening to music and
podcasts.

**How many smart speaker users monthly in 2025?** 86 million smart speaker users monthly in 2025.

**What is the projected smart speaker user count by 2027?** The projected smart speaker user count
by 2027 is approaching 100 million.

**What percentage of voice searches seek local information?** About 76 percent of voice searches
seek local information.

**Are mobile voice searches more local than text?** Yes, mobile voice searches are three times more
likely to be local than text searches.

**What percentage of consumers discover local businesses via voice?** More than half of consumers
discover local businesses via voice search.

**What percentage visit or call after local voice search?** 88 percent visit or call within one day after
local voice search.

**Is Google Business Profile important for local voice?** Yes, Google Business Profile is critical for local
voice visibility.

**Should NAP information be consistent across directories?** Yes, Name, Address, and Phone must be
identical across all directories.

**What is the Core Web Vitals LCP target?** The Core Web Vitals LCP target is under 2.5 seconds.

**Is page speed a voice AEO ranking signal?** Yes, page speed is a direct voice AEO ranking signal.

**What percentage of mobile visitors abandon slow pages?** 53 percent of mobile visitors abandon
slow pages after three seconds.

**Should answer blocks sound natural when spoken?** Yes, answer blocks should sound natural when
spoken—read aloud before publishing.

**Should you use first-person pronouns in voice content?** Yes, you should use first-person pronouns
like I, me, we, and our in voice content.

**Is local intent higher in voice than text search?** Yes, local intent is very high in voice search.



**Do AR devices require dual-modality answers?** Yes, AR devices require both speakable and visual
answer formats.

**Is voice AEO a separate discipline from general AEO?** No, voice AEO is an extension of the same
structured-content approach as general AEO.

**What is the primary source of voice answers?** Featured snippets on Google are the primary source
of voice answers.

**Is featured snippet capture important for voice visibility?** Yes, featured snippet capture is the
highest-leverage tactic for voice visibility.

**Should every voice page have a 29-word answer block?** Yes, every voice-optimised page should
have at least one 29-word answer block.

**Must long-form content coexist with short answers?** Yes, both long-form content and short answers
are required on the same page.

**Is voice search optimisation a future trend?** No, voice search optimisation is a present-tense
competitive gap.

**Do voice answers flow through featured snippets?** Yes, voice answers flow almost exclusively
through featured snippets.

**Should content mirror question-first structure?** Yes, content structure must be question-first for voice
visibility.

**Is voice search a winner-take-all system?** Yes, voice search is a winner-take-all system with no
prize for second place.

---

## Label Facts Summary

> **Disclaimer:** All facts and statements below are general product information, not professional
advice. Consult relevant experts for specific guidance.

### Verified Label Facts - Product name: Product

### General Product Claims - Voice assistant adoption is significant globally in 2025 - 101 million
people own smart speakers - Only 13 percent of marketers optimise for voice search - Text search
returns ten results whilst voice search returns one result only - 40.7 percent of voice answers come
from featured snippets - Voice searches are 76.1 percent longer than text searches - Average text
query length is 2 to 3 words - Average voice query length is 4 to 7 words - 86 percent of voice searches
start with question words - Over 80 percent of voice answers come from top three positions - Average
voice search answer length is 29 words - Optimal answer snippet length for voice is 25 to 35 words -
Average word count for voice search result pages is 2,312 words - Voice content should target 9th
grade reading level - Voice results come from FAQ pages 1.7 times more likely than desktop - More
than 88 percent of voice searches happen on mobile - Average page load time for voice results is 4.6
seconds - Voice result pages load 52 percent faster than average - 70.4 percent of voice search URLs
use HTTPS vs 50 percent of desktop results - Three in four new vehicles have voice assistants in 2025
- Approximately 39 percent of vehicle owners have used car voice assistants - 62 percent of car owners
use voice for local business search - 2024 in-car voice assistant market valuation is USD 4.5 billion -
Projected 2033 in-car voice market value is USD 12.2 billion - 86 million smart speaker users monthly
in 2025 - Projected smart speaker user count by 2027 approaches 100 million - About 76 percent of
voice searches seek local information - Mobile voice searches are three times more likely to be local
than text - More than half of consumers discover local businesses via voice - 88 percent visit or call
within one day after local voice search - 53 percent of mobile visitors abandon slow pages after three



seconds - Core Web Vitals LCP target is under 2.5 seconds - Approximately 70 percent of voice search
answers originate from featured snippets


